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This Technical Assistance Document offers assistance 
in contacting media representatives in your State or area on writing 
press releases or public service announcements, appearing on 
television shows, and conducting a public hearing on your annual 
plan. Although the material was. prepared especially for State and 
area agencies on aging, it can be used by logal directors of 
projects, programs, or information and referral services. It has 
always been a 'cardinal principle in the Onited States that the public 
has the right to know what its money is being spent for and how well 
it is being used. The citizen must be well-informed about the 
workings of his government if he is to effectively carry out his 
citizenship responsibilities. Furthermore, if the public is to 
benefit from the services you are helping to develop, pqople must 
know that they exist and how to reach them. When a new service is 
initiated you should mount a major public information campaign to 
inform people of its existence* There also needs to be periodical 
followup about the service. (Author/NG) 
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Outline: Information Workshop 

7th Annual fiovornor's Conference on Aging 

Clendivo, Montana 9/11/7L. - 

3:15 p.m. '•and 4:3Q p.m. Workshop »4 

Walter H. Marshall 

• Today we will be all introduced to the 
radio, television, and newspaper, but addilii 
this field of aging. 



u s. OBPARTMENTOF HEALTH. 
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First, we will talk about the rei ationsh|43S that yoj will have with the media. 
Second, we will talk aboui: the tools that will be used for good public 
information. * , I 

Third, we will then talk about, preparing Ithe story for distribution. 
Fourth, the most important step. What is Wews? ' 
Fifth, the Spot News Story. ' " 1/ 

Sixth, the Feature News Story and how to get it done. . ' " 

Seventh, How to get stories- in other publications, other than, the newspapers. 
Eighth., The Field of Radio and Television, and what it can do for you. 
Ninth, When to use radio, and when to use television. , ' 

Tenth, How to find out what the station is- programr-i ng^and if this is what you 

want. , ' 

Eleventh, How to find out "Who's Who" in the media field.. 
Twelfth, The way to approach the station. 
Thirteenth, Hoy to write a -Public Service Announcenent. 
• Fourteenth, How to write a Cdmmunity Bulletin Board Announcement. . , 

Fifteenth, flow to write a Radio Public Service Announcement. 
Sixteenth, -What is television news? ' . • . 

Seventeenth, Writing a News Release for television. 

What is radio news? ' » < • 

Let's discuss regular radio scheduled programming. • 
Now let's prepare for an appearance. 

Let's get acquainted on a few tips for a guest appearance on television. 
Let's discuss the news conference. 

.How to hold a public hearing on the Annual Plans. . - • 
Now lets get toqether on what, are PICTURES. 
NOW IT'S UP TO YpU. 
\ We will next ask- if -there are any questions. 

^ Each of you will' be given a workbook prior to the leginning of this workshop, so 

that you will be able to work right with the staff. Thfre will also be extra copies 
of the \)/orkbook, and the outTine of the workshop availal le after the Conference. We 
do hope that you will tell your friends. • ' ^ . v _ , 

This office in Helena, 449-3124, has a Speakers bureau that is- available on all 
phases of Aging, and will be mo»;e than happy at any time to talk to any organization 
or group. . i„I_„' 

This office also has a. list of limited.fi 1ms that i re on different phases of the 
ns.' Aqtnq Program, and they are available at no "charge by writing to Aging Services Bureau 
\ p!o."Box 1723, Helena. Montana, Attention: Rich_Ki^ng_or Wal_ter_Marsh^^^ ____ 

I nformation-Referral NetworTc . t p d. ^ ac ' ' 

.Montana is now completing a one-year Model Project on I & R', and we have .45 

technicians in the field in- almost all of the 56 Montana counties. As of this date 
we are in the process' of'having over 1500 Montanans using the service. The telephone 
number to use is toll free 1-800-332-2272, and it is av..ilable 24 hours a day. The 
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Helena State Office talks with the client, and also talks with the Agency that will 
handle the client's request. We do not offer a service, but tnake very sure that 
the Agency does. Effective October 1, 1975, the State* of MontaDfi will continue with 
the service on a limited basis for the next two years. The State Office- oh Aging is 
also about to start a new program on I & R w'ith nursing homes. It will be an addi- 
tion to the present I & R Program now in effect. The Citizen Advocate will accept 
all calls from any person at any ayrsing home on 1-800-332-2272, and they will be 
relayed to the State Office on Aging, where they will be processed and sent on to 
the proper agency. The difference between this new program and the regular I & R 
program is restricted to persons 55 years of age and older. 

The State Office on Aging will conduct training for the new technicians later 
this month in Helena. 

The main purpose of I & R is to get senior citizens in the. habit of calling . 
the* telephone number in Helena so that we in'Aging Services qan contact th& proper' 
city, county, state or Federal office so they may help a client in need. You as. 
members of a senior center, or just a concerned senior, have a'personal duty to 
make very sure* that each- and every day that a friend or neighbor tells you something 
is wrong' have themj:all jthe number in Helena, 1-800-332-2272, arid* we at Aging 
Services Jpi try to help them if at all possible. The only way we*can make your 
life a IWDle easier is to have you call us when you n^ed help. 



RELATIONSHIPS 

Ihc lirsl slop in developing a good public 
informalion pfogram is to get to know per- 
sonally those who report the news in your 
community .-^his includes people in the press 
and on radio and television. 

Develop a list of such people, if one doesn't 
already exist, but don't just list the names of 
editors and radio-TV program directors. 

If your area agency is a new one, you may 
want to visit the editor or the publisher of 
your local newspaper or the manager of the 
local TV or radio stati()n to explain your pro- 
gram. When you do, take along a group of 
people from th'3 community who are involved 
in programs fc»r older people-providers of 
services and community lexers, older people*, 
some of the members of yofr advisory council. 
They will illustrate perfectly the extent of 
your area agency's community involvement^ 
and this is important to all representatives 
of the media. 

It is nice to know the publisher or managing 
editor of the local radio or television station. 
But the individuals who are most important 
to your efforts to build a good public infor- 
mation program are the working reporters 
and the cameramen whose job it is to cover«, 
your program. 

Help them and you usually can count on 
good coverage when you have an evenl worth 
covering. And .there is a huge difference 
between just coverage and good coverage'. 

Find out who these people are, and make a 
point of -keeping them informed when things 
are going on. 

Here are some things they'll expect you to 
do and to know: ^ 

1. Be available. Make sure the reporters who 
cover your organization know your business 
and home phone' numbers, and give them the 
name and number of someone else to c3ll 
when you aren't around. 

2. Know the deadlines of newspapers and 
those of the radio or television news show. 

3. Plan. Don't call youV contact five minutes 
before deadline wilh a story you could .hdve 
given him Ihiec da.ys before. 

4. Don't Vl^»y tavoriles. I here are two im- 
pgrtaffl points to remember here*. First, if a 
newsman gets information from^ou that you 



had not a ready planned to release, he has an 
"exclusive'* ?nd you should nevelr volunteer 
the samehnformalion to other newsmen. If 
others call you about the same subject, it's 
all right tp provide the information. Seaond, 
when you are originating a story, make sure 
that each medium receives your^news release, 
or your phone call, and^at as ctese to the same 
tim(| as you can manage. Under no circum- 
stances should you favor one medium over 
another. ^ . i 

5.""Don't ^complain about a story unless a 
serious! error has been made, and then first 
call the reporter who handled the story. Don't 
go to his boss unless it's absolutely necessary. 

b Don't heckle newsmen by constantly asking 
them why a story you submitted wasn't used. 
It's all right \jo ask ^your contact if there was 
something wrong you can correct next time. 
But there are many good r^psons why your 
stor^ might have been thrown out at the last 
minute to make room for something the 
editor considered more newsworthy, 

7. And always remember to say thank you. It 
pays big dividend to let lYiembers of the pifess 
know you appreciate their efforts. When 
someone does a particularly good job of 
reporting about your programs on one occa- 
sion or over the space of several months, a* 
short, simple note of thanks will always be 
appreciated, and remembered. Ar\d* if you're 
thanking a reporter, write to his editdrrt^w-ith 
a copy tp him. ' ' \ 



TOOLS t 

These are the things you will need in your 
office in order to respond to inquiries and to 
create effective publicity. * 

• This pamphlet can be one of the tools. * 

• Most media representatives will be able to 
supply you with guides to use in preparing 
copy for them. 

• A date book fs essential. List in it all your 
special events, your anniversaries, anything 
you think could be newsworthy. Then back 
up about three months and make a note that 
the date is coming up Mid that you should 

' 3lart making plans to tell about it. 

A^date book helps you to plart intelligently 
and \o get the word to your newb contacts 
soon enough to let them also make plans. In 
many cases it is wise to drop an informal nole 
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Thib lechnical Assistance Document can' 
helpvou contact media representatives invyour 
Slate or nrea, write press releases or public 
secvicc mnouncomcnts; appear on telcviMpn 
show^, and Conilucl a public hearing on yGur 
annual plan. 

AltnouKh the material in this document 
w.fs piopared '^specially for Stale and area 
agencies on agmg, it can be used by local 
directors of projects, programs^ or informittion 
and relerral services. - 

Keep in mind that you Sre not "selling*' 
the public something when you send out a 
news release and it is picked up by a news* 
Pfiper or a script is accepted by a radio or 
TV station. All government agencies— Federal, 
State, area, city, or county— are' obligated to 
inform the public of their activities and 
programs* * ^ 

It has always been a cardinal principle in 
the United States that the public has the right 
to know what its /noney is being spent for 
and how well it is being used. The citii^en 
must be well-informed about the workings 
of his governflnent if he is to effectively carry 
out his citizenship responsibilities, Bfcyond 
the obvious right to know what his govern- 
ment does and why, he has a need to know. 

Furthermore, if the public is to lienefit 
from the services you are helping to' develop, 
people must know that ^they exist and how 
to reach them. When a new service is initiated— 
mformation and leferral, for example— you 
should mo^nt a major public information 
campaign to inform people of its existende. 
But people forget and new people move \n\o 
the area, so follow up periodically with 
stories about the service telling how it1s help- 
'ing people or interesting facts about the 
people it helps. \ 
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to yo»ur ».evvs Loni.Rls, or tJil lo 'omind llicm 
ui 5 sigmliL*. .1 cvchl Loming p. They 'll 
usually Icll ^hi ^vhtMlicr llicy w.inl locovvr it 
(»r Nvhclhi^ ihcy uuuld hkc^'ou lo send thtMTi 
a slorv. A dale book inlelligently used will 
W ol vasl help 'Uolh lo you and ihe jiews 
n I Jia 

• Noil should also keep a snap book of 
clippings ol youi publiLity. ajul add nulcs 
ahoul ladiiJ i)r Ulevisii)n publiuly. Be sure 
to inaik clippings larelully wilh ihe dale and . 
nanii dI paper. Looking back over such a 
s^.rap book will give you many ideas fuinrc 
news stories. 

•■ Remember, very few newspaper o. oroad- 
Lasl slalions will use handwrilien copy. 

• Above all you will need a- basic fact sheet 
which summarizes all important data about 
your project on one or I wo pages. A simple 
lad sheet is reproduced on page 4, but you 
should organize yours to fit your particular 
pr(»je( t or organization. 

Ncep It constantly up lo date. It will, 
enable you to answer qupries al any hour of 
the day or night with ' accuracy and con- 
fidence, and will help you prepare i/ews of 
your activities. Perhaps you will ywaftl to 
prepare a fact sheet on each of scv/rar l^iccts 
ol voui program. Bui be sure to have one fact 
sheoi which covers the overall opc/ation. 

When you update your fac/ sheet, note 
dale ol revision on it, usually jn the bottom 
let I hand corner. Make sure everyone who has 
a«copy of the old one gets a copy of the 
revision. ^ 

Reporters wh0 cover your operation and 
their lily or ne\^s editors should have copies 
ol your fact sheets, with each revision. And 
always have yaiir own updated one al hand 
to answer querps day or night. 

Slale agencies should get copies of all fact 
shells from ci^Jl area agencies in their States, 
or prepare their own from data already on 
file in the Sta/te office. 

PRlPARINpTHESTpRY 

First. \et's outline* some rules ybu must 
obscfve to* gel your story even a glance in a 
newspaper^ f^dio, or television news room. 

1. Use sla^pdard sized (SVt x II or 8 x lOVi) 
while paber, preferably without decoration. 
It your Organization letterheads are simple 



^ndlHXvnfined to the top of the page, thiols 
»• vMe. But don't use letterhead stationery 
that has a long list of officials running down 
the >l the^ paper. Always use normal 

weig' ^ paper. 

2. Type your'^Viory, double-spaced on only^ 
one side of each sheet. Leave about one-third 
o( llw first page blank*" at the top for the 
editor's use. Leave at least an inch margin on 
both sides and at li.e bottom. 

3. Don't send carbon copies to news media. 
Either reproduce the story on some kind ol 
duplicating machine, or type an original for 
each recipient. 

4. If you don't use letterheads, type the name 
of your agency and its address in the upper 
left hand corner of ^he first page. Thie date, 
the writer's name, and his business and home 
phone numbers go at tfie upper right hand 
corner. 

5. Two or three spaces below the agencyS^ 
name and address, type •'Fdr Immediate 
Release" or instructions for a specified release 
date if the material mu§t be held jdr a later 
date. If, for example, you are fuwiishlng a 
summary of a speech before it"is delivered, as 
you should do if at all possible, type ''For 
Release Upon Deli>fery at: 7 p.m., May 14, 
1975." You do not have to worry about ^ws 
media breaking release dates for which th^r9 
is a good reason. They don't. ^ ^ 

A note of caution about release times. 
Wire services— Associated Press, United Press 
International, and others—have as clients both 
the press and radio and television. General 
operating procedure is that news releases 
marked for release on a particular date are 
available for use by radio and television news 
statior^s as of 6:30 p.m. the evening before. 

If, for example, your stpfy is scheduled for 
release "for Al^s Tuesday, June 23," radio 
and television may use it after 6:30 .p.m. on 
Monday, June 22. ' 

If it is important that your story nol/be 
used by anyone before a particular time, keep 
this in mind and be certain to put the specific 
timre of release on your news story. 

i^. Try to hold your story to a single page. II 
you must run/to a §ecorfd page, end the first, 
page with a complete sentence and paragraph")^ 
then write the word **(more)" at ^he bottom 
of the page. On the second page, write your ^ 
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ford Area Agency on Aging 

Addrc^8 \ 521 Main Street, Oxford, Your' State 90009 
Telephone^ ; Oxford 0-0001 

Purpose ; Ixo create a comprehensive and coordinated system of serv?ces^ 
for olaer people In the area deBigned to enable them to reinnln l^n 
thelr^vm homes or other places qf r** ildence. 

^ tarted ; January 1 , 1974 ; 

Older population of the area ; 39,205 persons 60 years of age and older; 
35,262 non-mlnorlty ; 17 American Indian; 3,872 Negro; 18 Spanish 
language; and 36 Oriental. 

Advisory council ; Consists of 17 persons , including 3 from coun y 
government and 10 over the age of 60, 2 of whom are Megro an I one 
^ American Indian, 

Area pl.iu ; Public hearings held May 18, 197A ;* approved by the St^te 
Commission on Aging June 21, 197A. Includes provision of $12A,1'R9 
in Federal funds under title III of the Older Americans Act from 
the State Commission cn Aging, $35,000 from funds appropriated 
by the State Icgis^latur'e for programs for older people; and $2A,365 
* In non-Federal matching funds from the Oxford County Commissioners, 
A total of $64,554 of this money is earmarked for activities of the 
agency in planning and administration, coordinating existing services, 
and pooling untapped resources; $98,000 is being used for services. 
The Family Service Society of America, with a^ grant from the agency of 
$50,000 has expanded its InformaMon and referral service to provld"6 
special services for older people including butreach and escort. The 
Oxford Public Transit Authority, with a grant from Che agency of 
*^ $48,000, has initiated special dialFSNninlbus service for older people 
in Oxford and East Oxford, The OxfDrd\pe^Homemakers , Inc, has 
received $20,000 to make possible an«^xpansion of Its staff and program 
so th^t homemaker services can be pr6\]ided to more older people. The 
area agency also supervises a Nutrition Project for the Elderly and a 
Model Project funded by the State Comfnission, 

Direclfor; John J, Doakes (Office; OX 0-0001; Home; OX-0-0002) 

Miss Ellen Roe (Office; OX 0-0003; Home OX 0-0004) 

^ See clip Oxford News, Sept, 2, 1974— Initiation of East Oxford 

Transportation Program for Older People; Clip feast Oxfold fews, 
Aug, 10, 1974— Help for the Elderly; clip Oxford News, Ji^e 24 , 3974— 
Area Agency Plan Approved; clips Oxford News, May 19, 1974, May 18, 
1974,, May 17, 15, 1974— Hearing on Plan to Help Older Oxfordians, 

» * ■ 

Revised Oct, 25, 1974 ""^ ' ' 




ri n>. wr ih«it of your agent v at the upper left 
j " J" it he upper right. 

7. Al ihc i.id (il the story, write end *\ 

8. Oi fi'i J'V tu wiite a headline. Thai's what 
nipy editors are paid for and why you lelt 
room at the lop of your first page. 

9 See the sample story on page 6. 

WIIAI IS NEWS? ^ 

A definition u[ news atteptable to everyone 
nevei has been written and probably never 
will be. News is something whPch is at least 
slightly oui of the ordinary run of events. 

We have all heard the time-worn dcilnition 

tbdt it's news when a man bites a dog. The 

author of a booklet similar to this one advised 

prospective writers of **news" releases: 
« 

**Ask yourself: If I were not a member of 
my group, would this news release interest 
-me? |i not, tear it up." V 

n dai'y meals served by a nutrition 
profcct are nol news after the first week. But 
if a regular recipienl of the meals is so grateful 
he or she volunteers to help serve them, that 
is news, especially if he or she is 70 or 80 
years old. 

A transportation service for the elderly was 
news w+ien it started, but not now or next 
week, unless records show that 150 people 
usi J it last week compared with 60 the week 
before and as a result more buses are being 
assigned to run more often. 

One point of caution: Don't think in terms 
of "publicity". No. news orgarTization is in 
business to provide an cfutlet for ''publicity" 
for anyone. They arc interested in news. News 
is any thing enough people are interested in— 
what has happened, what is happening, or 
what is going to happen. 

^ (jcnerally speaking, there are two kinds of 
news spot news and feature stories. Spot 
news is perishable. It must be used before a 
certain event takes place or immediately after- 
ward to have any value. A feature storv can 
be used any Htfie. It highlights the hurnan 
elements behind the news. 

Sources of news, exist throughout iny 
organization, no matter how large or small. 
Nothing your program does should be over- 
Ujokcd as a source of information from which 
spot news stories or features can be prepared. 



Here are a few things 'which ntiay be good 
sr»^ "i for news stories:^ j 

• Your area plan. AWhbn yoiJfr area plan is 
annoui , write a short riews story sum- 
man, ing Its major points, anossend the story 
and a :ompletc copy of your\flan to news 
media. Be prep»''ed to assist theni with further 
background informatjojaT^ ^ ^ 

• Monthly or quarlerjy performance reports. 
These can oftcr. he summarized in a short 
news release. 

• The people on your advisory eounell or 
with whom you deal or some of the people 
receiving'services from your program. 

• Events. Include here such things as new 
^granls awards, new services, special observa- 
tions, special activities of anyij^ort. 

• Visits by prominent local. State, or Federal 
officials. 

• Statistical inforn>ation which shows im- 
provement in ahy phase of y our program. 

• Human interest material which shows how 
your program touches the lives of people and 
helps them. , 

•^ctures. Don't overlook possible picture 
opportunities for the press and television. 
Frequently, a story may not warrant coverage 
by a reporter in the judgment of his 'editors. 
A photo assignment—if you c^ come up with 
a good idea— is usually welcome. (See page 24 
"for additional comments.) 

■ \ 

THE SPOT NEWS STORY ) ■ 

When you write a spot news story, try to 
write the story the way a reporter would 
write it. The lead, that is the first sentence, or 
two, mtist contain the "WHO, WHAT, WHEN, 
WHERE, AND WHY." The lead is designed to 
give, the reader information quickly and in 
such a manner that he will want to read the 
rest of the story. It should be kept to thirty 
words or less, if possible. . ^ 

After the lead, the details are written, in 
declinmg order of importance. This permits 
the story to be cut frorn the bottom, if need 
be, without having, ^©^write it to avoid 
leaving out important facts. 

Be brief. Ordiinarily use short words, short 
sentences, and short paragraphs. Avoid adjec- 
tives. Avoid being cute or litera^ry or arty. 
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Oxford Area Agency on Aging 

521 tlaln Street 

East Oxford^ Your State 90009 

FOR IMMEDIATE RELEASE 



August 31, 1974 
Dpakes: OXford 0-0001 
Home: OXford 0-0002 



The Oxford Area Agency on Aging today (Sept. 2) announce^ establishment 
of a^dlal-a-mlnlbus service for the elderly. 

The service will be operat^ by the Oxford VuMlc Transit Authority In 
Oxford and East Oxford! By dialing OXford 0-123^ d\iting business >urs 
older citizens may arrange to be picked up next day for transportation to 
clinics, hospitals, doctors,^8upermarkets, .senior centers, and libraries. 

The fare Is 20c and Is available to men and women who show Medicare, 
social security, or membership cards In senior centers. 

It Is made possible by a $24,000 grant to the Transit AuthprltJ^ from 
the U.s; Department of transportation for the purchase of two minibuses and 
a $48,000 grant from Area Agency under ultle III of the U. S. Older 
Americans Act for operating expenses. ^ There are nearly 40,000 people 
over 60 years of age In the area. 

' The area agency a^lsa supervises a nutrition project- for the eldVarly 
under title VII of the Older Americans Act with funds allotted . ttlrough the 
State Commission 6n Aging. 

Further Information on the transportation program and other activities of 
the Oxfotd AreaJ^gency on Aging Is available at Its office, 521 East Main 
St., East Oxford, telephone OXford 0-0001. Joha J. Doakes.is Director and 
/ Miss Ellen Roe, Secretary of the Agency. 



\'\dL\ d.iies CMay'lS;' not jusl 
.d,tv"). "Always lise acjd.;?sses when 
n crss«irv 

Never Jiionali/' Don't write "A wonder-' 
\\)\ day as had by all." Not only is this 
hackneyed and trite but it is. after all, just 
youf opinion. Instead, write something like 
tihis: 'IMl^. Mary Jones/ 87. who lives in 
PaikJahd, sa-id this was the fiist Trip she had 
been able K)'take in civer four years. 'It's 
'.something 1*11 rt^ember the rest of my days/ 
she said." - . 

» he !^amplc story on page 6 should give you 
a good idea of how to prepare a spot news 
story. \ 

If this *»^)unds idb involved, take ypur time. 
Practice a little before you submit copy to a 
n^^wspaper. tn the meantime, keep ycJur news 
going out by means of simple fact sheets, 
such as the one shown on page 8.i 

These will let news media ^ know what's 
g(;ing on, and they can call you for additional 
delaiL il ihey arc interested. But even with a 
fact sheet, yoU's|iould do your best to include 
cts and details that will interest the editor 
and be of interest to his readers or listeners. 



THE. FEATURE STORY 

Feature stories are /written days, even, 
weeks, before ^hcy appear because they jrfe 
not timely. They may be definitely tie^to a 
time element, but they are about sornething 
you know i$ going to happen^ or that^ou 
can control. Eighty-seven-year^old Mrs. Mary 
Jones, used (>arlier as an e^eample for a news 
story, may al^o provide mf^terial for a feature 
story. What arc her ig-^rests, what did she 
do for four years >^fore discovering the 
transportation servjci, is she a widow,.did her 
husband have a^§r4at war record, did she 
travel, docs she paint or have an interesting 
hobby? She ,jrfiight, in other words, provide 
plenty of m^erial for a "pers(^nality" feature. ^ 

, Other jpeople and events Connected with 
your program can easily provide much material 
for featiire stories. In your date book, keep a 
record of the more newsworthy older people 
in your area, and a record of special events 
such as anniversaries. When you think you 
have good material for a feature story, talk 
to the editor of your local paper or to the 
reporter who usually cover\your project. Be 



sure *o get to them two or_ three we^ks m 
• tee of any special date and ask ifi|^they 
coc interested, and whether they want you to 
provii " prepared story or information from 
whi^h tiiey can write the story themselves. 

rf ihe edit'' r assigns someone to do the 
story, write ^ memo giving him all the d.Ua, 
iniro'duce him and his photographer to the ' 
interviewee, and give efficient but unobtrusive 
assistance.^ Do .*ot insist oh sitting in unless 
the person interviewjpd makes it a condition. 

You may want to h^elp the interviewee by 
telling him in advance the kind of questions 
he is likely to be asked. If he can be some- 
what prepared^ he'll feel m^re comfortable 
and the interviev/ will go more sniQothly. 
Your notes onHhe individual should co.ntain i 
paragraph? of general information^ about your 
program. If it's used, fine; if n6t,,,nothing is 
lost. 

If the editor says he'll use a story you , 
prepare, keep in mind that a feature must be. 
news, too, and that. news is something which 
interests people other than yourself and your 

f close associates. Build your story around facts 
of general ijiterest. (See foregoing on |*What 
is NewsZ-'^)' A 'little study of^feature stories in 
your J<ical papers will quickly show you what 
is^^ng used. And just give the facts in plain 
(l^guage; if they are really interesting enough 

Ato be news, they'll be dramatic without 
flowery writing. " 



OTHER PUBLICATIONS 

Important as they are, big newspapers tire 
not the only printed-word outlet for news of 
your activities. Get a list of all publications 
in your area, including suburban newspapers, 
weeklies, trade papers, enjployee magazines 
or house organs; union, fraternal, chamber of 
commerce, business, and church publications; 
and shopping news sheets given away by 
many, chain stores. Frequently editors of 
these publications are only too glad to give 
your program a brief mt^ition if you give 
them what they need and want. Find out what 
these editors will use and their deadlines. 
You'll be amazed at the extent of their cover- 
age and readership. y 

The same is true, of course, of small, local 
radio stations. Make them your friends. 
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News Rolr i5:r Fact Sheet 



Dlal-A-Mlnlbus Service ^ 
of Oxford Area Agency on^Aging 
and Oxford Public Transit Authority 
521 East Main St. - 
Kast Oxtord, Your State 90009 
• ■ V 

FOR IMMEDIATE RELEASE 



August 31, 1974 
Doakes: OXford. 0-0001 
Home: OXSord 0-0002 



1^ 



What; Opening of Senior Minibus Service 
V7HEN: ,10 a.m., Sept. 2 • 
WHERE; Oxf ord^rea Agency on Aging 

521 East Main St,^, East Oxford 
WHO: Mayor Peter D. Barnes and Transit Authority ^Chalrm^ 

Joseph X. McCaffery will speak briefly. 
ADDITIONAL FACTS: ^ 



All persons over 60 are eligible for this service irf^they show a 
social security. Medicare, or senloi; center membership ^^rd. Reservations ^ 
must be made 2A hours in advance with the area agency , ^e^phone OXfdrd 0-0001, 
or James A. Dee, Transit Authority superintendent of thfe service, OXford 0-123A. 

Using two 12-passenger minibus e§W:he Transit Authority will carry 
eligible persons to and f^om their homes to hospitals, clinics, doctors*' and 
dentists' offices, senior centers, superaarVets , a^d libraries. 

Minibus fare will be 20c round-trip. ; 

the* servifce is made possible by a $48,000 gr'g^ht to the Transit Atithority 
by' the Area Agency on Aging under title III of the U, S. Olde^r Americans 
Act far operating expenses and $2A,000 from the U. S. Department of 
Transportation for purchase^^^|l---feh«^inlbuses. 

— end — " 
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ON AND R.\0|O 



KmJio *i|f)d TV should; play a vilal role \\\ 
V'iir total ^pformation picture, and. you don't, 
nave lo hi* i|n expert to use them effectively. 
However, ypu do need to understand how 
radio and -ijelcvision stations operate, the 
oprtions thatlare open to you, and the most 
productive w^ys to request and receive cover- 
age of your 4.gency's activities. These are not 
hard an^ Lisljiules, o\^]y practical suggestior\ 
Stations^ aftor all, are run by people, not 
«4U;ideboqks.^ ^ ~ 

• To th^ professional broadcaster, radio and^ 
televtstor[ are distinct.and separate media, each 
with its gwn technical requirei le.ils. For your 
pur:fjiose$/howeverj maViy of the methodologies 
suggested.for television are applkable to radio. 
While '^htiJre are differences between the two 
media which may dictate the use of other 
styles or: approaches, they are more alike 
than you might imagine. One sirtiil^rity lies 
in the fact that both media can create im- 
mediate public impact and 
opportunities to tell youj 
is fhat both radio and tdfoyision, except for 
the public broadcasting •^stations, are com- 
mercial media, and to deal with them y6u 
must th:ii;ik in corflmercial terms, accommodat- 
ing your information program tp the needs 
of bioadca5ling. 



^er a variety of 
story. The other 



Commercial broadcasters face a peculiar 
clikmma. Their first requirement is to sell 
time to commercial sponsors in order to p*ay 
the high operating costs and earn a respectable 
profit. This-means that .they generally look 
lor products with a* high entertainment value 
which will appeal to a wide ,and diverse 
audience. Their second requirement is to be 
^re^kponsive to community interests and needs, 
mcluding those of minori\ties and othe • special 
populations. (In this &ase, **commu lity** is 
%Jefined as the geographical area cli^xcred by 
the broadcast signal, not merely the jurisdic- 
tion in which the station is located.) To 
demonstrate their "community re:.ponsive- 
riess/' stations are obligated by the Federal 
Communications Corfimission to devote a 
certain amoqnt of time to programs artd-^pot 
announcements in the public interest— without 
charge. " 

These two demands on broadcasters are 
frequently in conflict, and the problem is 
further compounded ' by the fact that the 



rCC sets no minimum amount of tjmc that a 
station must donate to public service broad- 
casting. The only rc(5:koninge,come^ at the 
t..*i of the station's license renewal when this / 
is carefully scrutmized and weighed. 

You ca I well appreciate the broadcasters' 
plight, caught as they are between their need 
to make money and their desire to serve the 
public interest. Station executives are besieged 
with dcmai ds for that small but unspecified 
amount of public service time. If you were a 

broadcaster, how would you decide who gets 

coverage ? You would probably select the 
organization that c^omes up with a "saleable** 
product, one whi£(5 (1) is of demonstrable 
community eqncernai^^ meets both for- 
mat and technical rMuireme^ of the station. 

•u,^.^ Now it's up to you, -the area agency, to 
create such a product, and this meins care- 
fully planning what you should say and how 
you ought to say it. Al»vays have a working 
■ idea before yoi/ approich a station; don't 
expect to sell a station merely on the basis of 

^ your worthiness. ^.^^^^ 

Noncommg rcia)/^ •adiQra?)d TV stations- 
those belongin/^ to ar pubn^ broadcastiqg 
system or attached ta a university—are a dif- 
ferent matter. WbiLeahey usually do not reach 
\ as large an audience as commercial stations, 
all their time is "public service,** so to speak, 
and they are usually happy to air rnaterial 
relating to local service programs and may 
even offer to help prepare it, especially if there 
is some money to pay part of the cost of the 
production. 

A number of States have their gwn edu- 
cational TV systems^These are statewide pub- 
lic broadcasting systems and, if they produce 
a show for you or use your PSAis, you will be 
getting statewide visibility. / 

Also don*t overlook any statioRs which 
may be sponsored by universities or colleges 
in your area." A university TV or radio station • 
may agree to make^a program oji soine topic 
you^suggest as a class project.'^ln that case you 
may get a very protfessional production from 
an investment of very little of your time apd 
ho money.* 

/rADJO OR TELEVISION? 

''Generally, you would include television jn 
your most important cbmmunications efforts 
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where y<ni Wtfnl lo reach the largest number 
of people. However, you should also consider 
TV when you have a story of lesser importance 
thai has great visual impact, or an opportunity 
\ to affect altitudes, such as creating com- ' 
\ munily awareness of the problems of the 
^slderly, - ' 
\Radio*s audiences, on the other hand, are 
fraWiented apd specialized. Since there are 
about 7,000 radio stations as' opposed to 700 
TV s\alions in the commercial broadcasting 
field, i\ompetition has made it necessary .for 
radio bVoadcasters to target their program- 
ming to ^rticular segments of the population. 

lany ra^io stations are ethnic |n orienta- 
^^ionfajtd^aye become* the chief medium of 
commDnkaJ^^R^r black or Spanish speaking 
Americans. lf\an^^:-e^t in your area, they 
may cons Ij^Uute the be§t=^4mans of reach jng 
some of your elderly poor, mSny::o^^ 
in minority groups. Other stations^^sp^ial 
in thb type of mu$ic playedK It is^^doul 
that you will reach tnany older people on a 
**top forty" station, but there are almost a 
thousand radio station^ in the country airing- 
country and western mii^ic, and they have a 
large and loyal fo|lo,wing at afl age levels. 
Increasingly, FM radid-^has become the medi- 
um for all-music format, while AlVI is more 
talk' oriented, tends to offer more variety m 
prpgramming, and is more Jikely to be heard 
by older people who might nox te able to 
afford the more pxpensive AM/F'M models. 
You should, however, examine the particulai' 
mix of media in you^ ar^ja. 



. ASSESS THE STATION'S PROGRAMMING 

Before you make an initial approach to a 
station, familiarize yourself with its locally 
produced shows. They are one of the best, 
indications of what type of issues the station . 
considers .^of -interest and importancp to the 
& community. Note the fdcmat and frequency 
. of public'Service announcements on behalf 
of local organizations, the amount of time 
devoted to are»a news in theyocal newscasts, 
) and I he type o( guest usuMi^appears on 
^^ttalk shows. On the^Basis of thiivassesscnent, . 
f\ you can see where you might best fit into 
existing station, programming. Remembef, the - 
more closely your information efforts con- 
form lo established formats, the moi^ likely 
th(^ arc to be used. ^ ' 



Don't make the mistake of thinking exclu- 
sively in terms of news coverage; there are 
many opportunities for getting your message 
across via* local talk shows or newsmaker 
interviews. If possible, assign jomeone the 
task of compiling a local program list for each 
station (with the assistance of TV Guide and 
the newspaper logs),, indicating the type of 
program, length, time and day of broadcast, 
name of host or moderator, and categories of 
guests. Viewing sample programs isa desirable 
follow-up. Then, when you approach a station, 
indicate your familarity with specific pro- 
grams. So the station manager realizes you've 
^;ven soine thought to contacting his station 
instead of^ust making the rounds. 

FiNDbUT WHO'S WHO 

One last step befpre contacting the station 
is to find out the names and functions of the 
^to^ station p^ersonnel^ and this can easily be 
d^n^i^y-^^^hone call to the switchboard, 
"hese are ,the pet^ple and positions you will 
necB^to^ow: the statiorufianagerlOLgeneral 
manager^tfeminojogy differs from stationTo~~ 
station). He is tlife^^^Under him come the 
program director (or pjTogcam manager) and 
the news directof.Mn Some stattOQS^he local 
public affairs sKows are the responsttiUU^of 
the program director, and in others, the ne) 
director. A few major statfons in larger cities 
have a separate public affairs program director, 
who manages this category. So, when you 
cdll the jtation, find out the areas of respon- 
sibility. You will also need tq Hnow the name 
of the person who processes and schedules 
public service acmouncemerlts. v * 

APPROACHING.THE STATIQ^ 

. I^ yours is a relatively .new area agency, "br 
if this is your first approach to a station, gQ_ 
d;i(;ectly to the top-the station manager. It is 
his\prerogative to refer you to someprle under 
him,\but at least the request to see you will 
come f(om the boss. 

It is\e^t to. write a letter to the station* 
.manager requesting an appointment at his 
conveniencieV Your letter should cover three 
' specif ijc areasK 
1. State* your mVlon and goals, list some of 
the important^ organizations with which you 
work, and the nlimb^^of people your area 
agency seeks to helpJ. Do this very briefly. 
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When yoa meet with l.a "Mtion manager 
you may supplement this intt mation with 
fact' sheets or press releases. 

2. IndiL.iie m specific terms what you are 
asking of the station -a series of publjc service 
announcements, a guest appearance .on a 
certain show, news coverage of a specific 
event, or a combination of them all. If exist- 
mg local programming isn't suited to your 
needs, and if you can make a sufficiently good 
case, you might request a program of your 
own, either a series or a one-shot special. In 
any case, whatever your request, submit work- 
able ideas. Don't waste the station manager's 
time with vague generalities, 

3, In both the lettjcr and the interview, be 
careful not to put the station on the defen- 
sive. Put your case positively, indicating why 
you think your message is important and of 
widesproiid interest. Fortunately, there is an 
increasing awareness on the part of the media 
that older people constitute a significant 
segment of their viewing audience, so you 
may not have to blaze a tr^il in this area. 

If the station is interested in proQeding 
with your ideas, see to it- that only one person 
is assigned the responsibility of workfng with 
the station for your area agency. Approaiches 
by several people from the same organization 
are confusing and counterproductive. Be pre- 
pared to accept suggestions; and remember to 
write a foflow-up letter of thaaks to the 
station manager. 

If y(yu have followed these suggestions and 
still get turned down by the station, don't 
^"badger ihem about it. If you have rna^ a 
gooapm^tation it will be remembered. 
Leave the dpoT^open for futitire contacts, and 
try again \n a few niorTtte^ 

' TELEVISION PUBLIC SERVICE 
ANNOUNCEMENTS 

Public service announcements (PSAs) are 
short (10 to 60 seconds), precisely timed 
messages that are aired without charge during 
station breaks. In prime viewing hours, most 
of the time wiU be sold commercially. In the 
remaining hours, you will be competing 
against large national organizations as well as 
every other worthy community group for 
available public service time. Thus, although 
you might preifer one-minute spots, the station 



orefTs smaller increments because they can 
« ommodate a larger number of organiza- 
tions, 

Don t be discouraged by this. It is amazing 
he much you can get across in shorter 
periods of ti ne, particularly when visuals are 
used effectively to amplify the spoken word. 
The shorter TV spots run 10, 20, or 30 
seconds in length, but in major markets 20- 
second announcements are less commonly 
used. 

Because of time limitations, the PSA is 
best used when you want to get across one 
single message. It i$ effective when urgirig a 
specific group of people to some acttoa 
within a clearly defined area. Note, for ex- 
ample,, how many national spots deal with 
fund raising. It is v/cil to think of the PSA in 
^ \txxx\so^ action verbs. For example: Volunteer, 
for transportation services; Utilize, for avail- 
able social services; Attend, for nutrition 
centers; Call, for information and referral 
services; Hir^, for older workers; etc. 

Note that each of these actions tmpUes a 
^pectftc target audience. While many of your 
messages will be aimed at older people, you 
may want to reach other segments of t^e 
community at other times, and occasionally 
the general public. It is therefore very im"^ 
portant that your target audience is clearly 
identified at tbe start of your message. 

HOWTO WRITE A PSA 

When you write a public servtce^ spol of 
v/hatever length, there are certain thirtgs^to 
keep in mind in addition to naming yoCrr 
target audience^ou want to be forceful and 
specific, so don't waste time and ^words on 
vague generalities. The most iniportant infor- 
mation, such as telephone nambers or ad- 
dresses^ should be repeated verbally and 

^H^a^d up visually. It . may be helpful to 
pretenlKthat you are talking directly to one 
individual an^^i^arne your message so that the 
person vj'ill clearly milter&tand what you want 

^ him to do arid the positive^^e^^s that will 
result. ^^"^^-^^ 

You need not be intimidated by the slick, 
professional, and expensivefy filmed spots 
distributed by national organizations. Many 
stations actually prefer to feature local or- 
ganizations in their public service time, A 
simple and effective pqblic service spot can be 
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done Willi rclalivc case. Basically, all that \% 
nccdi^d is liiucd copy to bo read by an an- 
nouncer, with one 35mm color slide to ac- 
company each 10 seconds of air time. 

Normally, a 10-second announcement con- 
tains 15 to 20 words, a 20-second spot has 
35 to 40 wordi, a 30-sccond spot, 55 to 65 
words, and a 60-sccond spot, approximately 
120 to 125 words. When counting your words? 
watch out (or numbers, which may look like 
one short word when written out, but arc 
actually spoken as several words (*M20'' 
equals **onc hundred and twenty''). Don't 
ever road a spot silently when timing it; say 
it out loud in your regular speaking voice. If 
you don't, y6u are likely to run over. 

Slides are 35mm color transparencies which 
can be professionally done at minimal cost. 
Make sure that they are hori/onUl^ not 
vertical, and Ihal the graphics and pictures 
Tire conceniraied in the middle since there is a 
peripheral loss when projected on TV, Slides 
should be mounted between glass because' 
ardboard gels stuck in the slide chain and 
should measure T x 2':t Most professional 
photographers can mount your slides, as well 
as advise you on the limits of the usable area 
within a slide. Many TV stations will also do 
this, but allow them extra time. 

There is a specific 'format for' a* T V publ't 
> service spot which must be (tallowed. At the 
top, you list the natne of jhe contact, y( Jr 
organi/alioirs nanu\ addms, and phope 
number You also put down the actual dates 
ol the iimt- period during which you want 
the PSA Id be aired, Dcpendihg on the pur- 
. pos6 or ihe spot, this could be anywhere 
frpm a few days to a month. Below that, 
write a headline for the spot so that its 
contenl tan be identified immediately. Thc^ 
length ol the spot and the number of words 
are listed at the jeft margin below the head- 
line. The most vital part ol the PSA format is 
that the copy is written in a right-hand 
column, headed ••AUDIO/' and tKe ac- 
companying visuals placed at the correspiond- 
xing point iii 'the left column, headed 
*^VIt>ta-' In the case of slides, the left-h^nd 
colomn would say SLID! No.__, leaving 
rooim the station to write its own identifi- 
cation number. Immediately under this, in' 
re4i theses, destf ihe the picture, if 4 photo- 
&ra|S?r>H^^^th^ il the slide contains 

writt( ri matcrHnrHhisL is done so that the 



slides won't get out of sequence, despite the 
identification numbers. (See sample PSA on 
page 13.) 

Make sure that each slide is listed directly 
to the left of its designated paragraph of copy. 
While the general rule of thumb is one sliile 
for each 10 seconds of timed copy, be flexible* 
about this, particularly in the case of a slide 
to be read by the viewer. Also if you show a 
phone number or address at the start* of 
longer announcemerit, and want to repeat it 
at the end, you must provide two separate T 
tlides, even if they are duplicates. 

If you want to attempt a more com- 
plicated production, you. should determine 
from the station its preferences, and-^the , 
degree to which the station may be^wtHlng lo • 
assist you. Many statTons will discuss the 
development of necessary visual support 
materials, whether color films, art work, 
cartoons, or studio placards, as well as slides. 
Some stations even set aside a segment ol 
their studio time to participate in the produt- 
tion of public service announcements lot 
local groups. You might be able tc5 use a well- 
known civic leader or other public figure in a 
taped spot. Keep in mind the possibility that 
among the older people in yoijr area there 
may , be persons who have retired from broad- 
casting or advertising who would be happy to 
assist you in your efforts, Don! feel, how- 
ever, that you must employ all sorts of 
gimmicks to produce an effective public service 
announcement. A simple^ straight forward ap- 
proach is frequently the best, particuLuly 
il you do not have access to professional 
assistance. 

For each specific message you want to get 
across by a public service announcement, il is 
a 'good idea to offer a variety of lengths 
because the statjon may be able to air your 
10-second spot several times, but not lirul, 
lime for your 60-secohd spot. Study .nelwork 
commercials for good hints on how to con- 
dense longer material. You must ir\clude a 
separate set of slides for each announcement, 
even though many of them are duplicates. 
Keep your headline, and basic information 
-constant, whatever the length; so that ihe ^ 
• sti^ion ' vill realize that you are dealing with 
the same subject. If you have a pubfic sefvice 
announcement intended for use over a long 
period of time; vary your copy. Viewers have - 
a way of tuning out words they have heard , 
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Irlevision Public Service Announcement 



Oxford Area Ar,ency jon Apinp, 
John K Doakes, Director 
521 East Main Street 
East Oxford, Your. State 90009 
OXford 0-0001 



SENIOR MtNIRUS SERVICE 

For use: "undaVf Strptember 1 , 
througlv Suhllay, September 15» 197^ 



SENIOR DIAL-A-MINIBUS SERVICE 



Time: 
Words : 



60 seconds 
65 



VlDEa . 
Slide // 



(Elderly woman ot^ 
telephone) 



Slide // 



(Same woman getting 
off bus with groceries) 



AUDIO 

ANNCR: If you're over 60, you can 
Dial-a-Minibus in the dxfor^ and East 
Oxford area. Phone the day before to 
arrange your trip^^rom home to me.dlcal 
appointments, shopping* senior centers, 
or libraries at twenty cents round trip. 



Slide // 



(Dial-a-Minibus^: 
OX 0-123A) • 



You're eligible with social security,- 
Medicare, or senior center cards. 
Dial-a-Miriibus at OXford 0-123A'. 



That's Oxford 0--123A. 
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repeated too many times. in exactly the.same' 
way. MiXkc sure the statiorr understands that 
tliiJ&e , are variations on a theme, and group 
the spots'togethdr by^ length when you «end 
llnem to the sljtion. 

NOTE: From time to tirjrie, professionally 
produced public service announcements may 
be sent directly to your local television sta- 
tions under the auspices of AoA. Tfiese will 
deal with national thrusts, sijch •a^ Olde/ 
Americans Month, Even though they are 
distributed nationally, there, is usually some 
provision at the end for local identification, 
such as your Stat.c or area agency on .aging: 
You will receive notification lof xheir having 
been distributed, and it is a gopd idea to 
follow up with the stations, indicating their 
local tie-in. Stations are m6re likely to use 
nationally distributed PSAs if they know that 
there is a strong comrjnunity affiliation. ' ^ 

COMf^UNirv BULLETIN BOARD 
ANNOUNCEMENTS 

"An increasing 'number of television station^, 
set aside a regularly scheduled time* prriod 
each day for an assortment of notices from 
various organizations^ dealing with events of 
community interest. This can -be an excellent 
opportunity for you to present short an- 
nouncements of meetings, available services, 
etc. The great advantage is that the messages 
are, not timed, and require no visuals. Limit 
yoijr announcements to a few sentences, and 
include your phone number if indicated. You 
.should also suppjement your copy with a prdss, 
release, so that the station has available the 
additional information r6quired by viewers 
who call there. * 



RADIO PUBLIC SERVICE s ' 

ANNOUNCEMENTS 

Radio copy is Slightly faster than television. 
The rule of thumb is 25 words per 10-second 
increment. Thus, a 10-second PSA contains 
roughly 25 words, a 20-second spot has 50, a 
30-sec9nd PSA, 75, and a SO-second 'spat 
contains about 150 words. In many areas'of 
the^country, the 15-second spot is^ gaining 



In shorter spots, try to emphasize the/^ost 

important point. In longbr spots, ^phasjze 

and then re-cmph^size.'^You don't have visuals 

to support your W9rds,*sa the wofds alone 

must tell your hory. * 

• • 

Radio public service spots are .apt to Hie 

broadcast ift different hours than television 

spots, because . **prime time'"* for radio is 

'during the morning and evening rush hours, 

rather than tiicC 8:00 to 1 1 lOOV.m: perioJj on 

TV. Your,' radio spots are more likely to be 

broadcast* during Ihe middle of the div^ or u\ 

the later evening hours. That^ is npt neces-, 

sarily bad where your older listeners arc con- 

c rned, because their listening habits may be 

. ^mewhat different from those of the Work 

fptce. . f • 

In typing a 'radio PSA/again indicate' the' 
time period during which you -want the spot 
to be aired. Usually, two weeks is the longest, 
with the exception of Older Annicrfcans Month. 
After that, stations. feel that it is somecrne 
else's turn. Public service announcements 
should ^be heajJIined, $o the. subject can be 
noted at a glance. This is particularly im- 
portant where more than one spot has oten 
submitted on Jhe same topic. The time of the 
spot and Jthe number of words should also be 
listed for the convenience of the'announcer. 
Again, alh spots should be read out loud 
again?t a stop watch, because It's the time 
that matters^ not the number of words. (For 
examples of radio PSAs, see pages 15-16.) , , 



TELEVISION NEWS 

The competition for lYews coverage on" 
television is very keen. It' may be possible to 
add pages, to a newspaper if there is sufficient 
advertising, b u t broadcasters cannot add 
minutes to their newscasts. Realistically, the 
chances' for all but your moSt\ important 
stories being reported as "bird news" are 
sitm,so avoid flooding the station with routine 
press releases. They won'f be used, and the 
important ones will end up in the waste- 
basket tx)o. 

. You have a better chance for coverage in- 
the **news feature" category where human 



favor.. It should cpntain approximately '37^>«^interest stories with strong visual appeal are 



words. Obviously, radio Copy "is written for 
the ear exclusively, so let that be your guide. > 
Avoid unnecessar.y details, because the listeners 
can't grasp too much in a short period of time. 



%ed4Q lighten and personalize newscasts or 
cr^ate^f^udience^ awareness of community 
problems. It takes imagination to come up 
v7ith a good news feature story, but try to 



"Radio Public ServJjCe /^jnnouncement 



Oxford^rea Agency on Aging 
John J. boakes. Director 
521 Main sWeet 
East Oxford,\four State 90009 
Oxford 0-0001 




FOR USE: 

SEPtEMBER 2, 1974 TO 
SEKTL^^ER 16. 197A 



SmOR -DIAL-A-fgNIBUS SERVICE' 

Time: 10" * If you'ke over 60, find out about halt price 
WordsJ 27 words transportation. Dial-a-Minlbus. Call Oxford 
0-0001 or oxford 0-1234, 



Radio Public Service Announcement 



Oxford Area Agency on Aging 
John J. Doakes, Director 
521 Main Street 
East Oxford. Your State 90009 
oxford 0-0009 



FOR USE: 

SEPTEM0ER 2. 1974. TO 
SEPTEMBER 16, 19'74 



Time: 10" 



' SENIOR DIAL-A-MiyiBUS SERVICE 

Oxford area /senior citizens,: Dlal-a-mlnlbus 



Words: 25 words today at Oxford 0^009 and arrange door-to- 
* door services for needed trips tomorrow. 
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lUdlo Pub-llc Service Announcement 



Oxford Area Agency on Aging 
John J. DoakeOy Director 
521 Main Street 
Eaot Oxford, Your State 90009 
oxford 0-0009 



' FOR USE: 
SEPTEMBER 2, 197/*, TO 
SEPTEMBER 16, 197^ 



Time; >^20" 



SENIOR DIAL-A-MINIRUS SERVICE . 

Oxford area resldenta: If you're 60 or 

Words: 49 words older ^ you ir y qualify for door-to-door 

* ' ■ 1' 

traneportatlEon to your doctor's office, 

supemmrket, or senior center. It costs 

only 20 cents round trip, Dlal-a-mlnlbus 

by calling OXford 0-0001 or OXford 0-123A, 



Radio Public Service Announcement 



Oxford Area Agency pn Aging 
John J. Doakes, Dlr'ector * 
521 Main Street 
East Oxford, Your State 90009 
Oxford 0-0001 



FOR USE: 

SEPTEMBER 2, 1974i. TO 
SEPTEMBER Ih, 197^ 



Time: 30" 
Words: 75 words 



SENIOR DIAL-A-MINIBUS SERVICE 

^ Oxford area residents over 60: If you have 

transpcfttatlon problems, these numbers could, 
I help* Call OXford 0-0001 or OXford 0-1234 

to Dlal-a-Mlnlbus and reserve low-cost, door- 
fto-door transportation to medical appoint- 
ments or shopping,. You're eligible If you have 
social security, M^i^jare, or senior center 
cards. Remember, t)ial-a-Mlnlbus at OXford 
0-0001 or Oxford 0-12 3A, 
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ihmk in terms ul people, not progiams,for_. 
c x/.nijiU Juukii^-^fV-intercstTng iTdcr person 
Vi'meiiru- with .m\ <*ffbcal view nl life or an 
unusual Ulenl or hobby and tell how your 
pH>gran»s have affected his life. Also worth 
exploring is the unusual event wilh good 
visual poienlial, such as a senior cilizcras fair, 
ur the opening of a new nutrition center, 
where again your programs can be shown in 
terms of their .impact on real people. An 
advantage of ^hc news feature story is that it 
can usually be held and aircil when time is 
available. 

When you have an itcnf^ that you qonsidcr 
newsworthy in the context of the u cai news 
operation, try to get the inforr ation to the 
news director as early as you can-a week in 
advance, rf possible. Never submit a news 
release on an event that has already taken 
place. Submit a possible feature to the news 
director as a story suggestion, indicating the 
visual or human interest appeal. 



WRITING A NEWS RELEASE 
FOR TELEVISION 

II you have a story you think qualifies as 
hard news, adapt your print news release to 
ihe requirements of television. While some TV 
news operations have the time and personnel 
available to do this, it has a better chance of 
being used if you submit copy that already 
takc^ the medium into consideration. It is 
always wise to include a fact sheet with your 
icleasc. The station may see<>lher possibilities 
m your story or may wish to rewrite i^ to 
conform more closely with its own style 

• requirements. 

A story written for TV news must supply 
the same essential facts supplied by a press 
release, but you won't have time for the 
details normally included in the latter part 

• of a press release. Also remember that what 
^ you are writing is designed to be heard', not 

seen. Such copy is more informal than print 
copy, uses more contractions, and generally 
fotjows the lines of oral conversation. It is 
particularly important to have a good lead 
lhat catches the ear. There should be no more 
than one idea per sentence and the sentences 
' should not be long. The ear is the judge. If 
you are in doubt, read it out loud and see how 
it sounds. 



TV nciv^Tcfca^^^^^^ follow the normal 

, .nt format, as facas the crediting and release 
information at the top are concerned., How- ^ 
eve , he National Association of Broad- 
esters suggests lhat all crediting information ^ 
be listed in the left-hand column, and the 
release date written at the right. Be specific 
about the release date. SaV ''For use on 
Monday, September 2" rather than •'For 
Immediate release." This allows" you to use 
such words as **today" or **tomorrow" in 
your copy if the event is imminent. If there 
is a longer time lapse, it is best to use specific 
dates. Most stations prefer copy to be triple- 
spaced, rather than double-spaced, and with 
wider margins.than press releases. Start your 
copy a third of the way down the page, and 
don't split a paragraph over to a successive ' 
page. Proper names should be phoneticized- 
in parentheses, following the regular spelling, 
if they are difficult to pronounce. Use soft, 
standard-size paper that doesn't rattle for air- 
ready copy, and bear in mind that copies must 
be as legible as the originals. A good Xerox 
copy is generally better than a carbon. Check 
with the news directors to see how many 
copies the station requires. (See sample TV 
or radio news releases on pp, 18 and 19.) 

Since requirements vary from station lo ^ 
station, it's also a good idea to check with 
the news directy about their policy on 
visuals. Some stations will use color photo- . 
graphs, but most prefer 35mm color slides. 
Try to figure out some unusual visual angle. 
The only exception to this search for the 
unusual is in the case of providing all local 
Stations with a 35rtim color head and 
shoulders shot of the area agency director to 
keep on file. 

finally, if you don't have sufficient time 
to.^^|j1i^ a special TV release, by all means 
send a reg^ular press release to avoid failing 
to notify the station of an important event. 

RADIO NEWS 

• A story written for television news is 
perfectly accep^table copy for radio. If you 
take the time and trouble to rewrite a press 
release for TV, send it to all the local radio 
stations too. Be aware, however, that radio 
stations rarely use copy that isn't air^ready, so 
don't expect press releases to be used as they 
are. The reason for this is that makty radio 
stations either don't have news departments, 
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rfews Release lor Radio or television 



Oxford Area Agency on Aging 
John J. Doakes, Director 
521 Main Street 
East Oxford, Your State 90009 




FOR RELEASE: 

Saturday, August 31, ']974 



The Oxford Area Agency on Aging today announced a new service 
called "Dial-a-Minibus,'* It will provide convenient and inexpensive 
transportation for many of the area a 40 thousand senior citizens. 

Starting Monday, older residents of the Oxford and East OxforcT 
area can phone OXford 0-0001 6r OXford 1-1234- to arrange far door- , 
to-door transpprls-atlon to medical appointments, supermarkets » senior' 
centers, and libraries. 

The fare will be 20 cents for a round trip. 

To take advantage of the new minibus service, area residents over 
60 must phone 24 hours in advance, and must hc^d Medicare, social 
security, or senior center membership cards. 

The project was made possible by a 48 thousand dollar grant to the 
Public Transit Authority for operating expenses from the Oxford Area ^ 
Agency on Aging and a 24 thousand dollar grant for two minibuses 
from the U. S, Department of Transportation. 

Remember, to Dial-a-Mlnibus , the numbers to call are OXford 0-0001 
or Oxford 0-1234. 
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News Release for RadloTor Television 



Oxford Area Agency on Aging 
JofinO. Do^ikes, Director 
521 Main Street 
East Oxford, Your State 90009 
OXf^d 0-0001 



\ 

FOR RELEASE: 
. SUNDAY, September 1, 197A 



Starting tomorrow, are^ senior citizens- can dial-a-minibus and get 



door-to-door transportation to medical appointments, shopp,ing, and 

r 

senior centers. j 

The fare will be 20 cents fdr a roundSfcrip^. ^ 
TO take advantage of this new transportation service, area residents 

over 60 must phone 2A hours in advance, and must hold Medicare, social 

- / * 
security, or senior center carfls. ^ 

To dial-a-minibus, the numbers t;o call are OXford 0-0001 or 

oxford 0-1234. / 

The project was made possible by a A8 thousand dollar grant to the 
Public Transit Authority - for operating expenses from the Oxford Area 
■Agency on Aging and a 2A thousand dollar grant for tyo minibuses from 
the U. S. Department of Transportation. 

An estimated AO thousand older people In £he Oxford and East Oxford 
area are eligible for thip service. 
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or-'Use the facilities of affiliated television 
.Nations. M(»st small radio stations follow the 
K Yr\p and rv,uV* method of news coverage, 
tearing oil the latest wire service reports for 
/ their news broadcasts. These stations simply 
don't have the personnel to edit a regular 
press release for radio use. So, to recapitulate, 
send only releases especially writteh^for tele- 
vision, including the fa^t sheets, to small 
radio stations. If Irme absolutely precludes 
special editing of a vil^l story, send your 
' regular press release, bijt don't be surprised 
if it tan't be used. 

(• - ■ 

' . . / • ■ ■ ' 

REGULARLY SCHEDULED 
PROGRAMMING i 

Ohe of the best ways of getting your story 
across to both the general public and the 
elderly is to take advantage of existing public 
on«commuriity affairs programs in your area. 
There-are no costs, since you have a ready- 
made^ prOjduiliAn ir>i terms of staff, facilities, 
and an cstabllfHed ;aidience. All that is peces-: 
sary is that you m^tch up your ideas 9aitably 
mih the available programs. 

One genre of community affairs program 
is the **Newsmaker Interview/' This can be 
either a one;'to-one interview or a local "Meet 
the Press" format, in which government of- 
ficials, representatives of organjzations, or 
other community leaders are ques^tioned by 
one or more newsmen \o elicit their thoughts 
on topics of local concern. 

Another type of community affairs pro- 
gram is the panel show, usually issue-oriehted 
to local problems and needs, using panelists 
with various views on the subject. 

Both, of these formats can be excellent 
platforms fur talking about your overall mis- 
sion as' an area agency. There is also con? 
siderabl? status and recognition to be gained 
by appearing on these programs because they 
are topical, serious, and deal with real com- 
munity problems and issues. 

One word of caution: although these- pro- 
grams are considered prestigious, they are 
almost by definition dull television viewing. 
For that reason, the newsmen or moderators 
• involved may sometimes try to beef up the 
show by injecting as much controversy as 
possible. Always view a show before con- 
sidering an appearance. If you still feel it's 

Q- ■ ■ ' 
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good exposure, go ahead, but take care not 
to end up with your foot in yqur mouth. 

In quite a different .vein of programming 
is the ^'entertainment talk show,*' usually m 
a variety of magazine format, and hosted by a 
"personality/* If you make a guesr^ppearance 
on this type of program, you may find your- 
self in some strange company (your interview 
may follow a demonstration of belly dancing), 
and you won't have as much time as on a 
news-oriented discussion show. On the other ^ 
hand, such programs are widely and regularly 
viewed, and you may have an opportunity of 
reaching some people you wouldn't ordinarily 
have access to— including some of your area's 
oldci population. ' 

In this type of format, where variety and ^ 
fast pacing are the keys, it is best to emphasize 
one aspect of your agency's activities, such as 
information and referral, transportation serv- 
ices, or your nutrition program. You should 
also adapt yourself to the tone of the pro- 
gram. This is an opportunity to respond in a 
much more personal and informal basis than 
if you were answering the questions of a 
newsman. - 

^ . Fpr an initial appearance on a. program, or 
if you plan to talk about the entire scope of 
your agency, your director is the logical 
spokesman. Similarly, if yours is a newly 
established area agency, the director should 
appear for purposes of exposure and 
reccgnition. 

Producei^s, however, do not want the same 
guests making, frequent repeat appearances, 
so it Is wise to develop a list of "surrogate 
panelists." There are so many aspects of your 
agency's activities that lend themselves to the 
talk show format that you will have numerous 
subjects to suggest. Therefore, look. for people 
who are interesting and important in their 
own right, who are able to discuss their own 
activities and explain how they fit into your 
agency plans. 

For example, if you are launching a hew 
transportation service for the elderly in your 
area, you might consider an official from the 
local transit authority to describe the pro- 
gram. Similarly, if you have made a grant to 
a local social service agency to expand their 
programs to irrclude the elderly, a spokesman 
from that organization might be the guest. 
Do make sure however, that, when a surrogate 
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panelist discusses programs yo». sponsor, ap- 
propriate credit is given to your ..rca agency. 
This is the back door approach to publicizing 
yuur activities, but it is the information that 
is important, not the glamor conferred upqn 
the person who is making the television 
appearance. 

Mn shows where more *than ontr-gtm^ can 
be interviewed on the same subject^you 
might want to consider the human inl^est 
value of someone who either works in a pro- 
gram for the elderly or is a recipient^ of a 
service. In the former case, make sure that 
the worker has a sympathetic but non- 
condescending view of older peer Ir. /n the 
case of a service recipierit, try tt select an 
older person with an unusual hobby or 
interesting past achievements and let that be 
discussed along with the service. ^Ifl other 
words, think **image" and the way i in which 
you carj raise public consciousness about the 
value and dignity of older peopie. In this 
connection, an articulate oldei^aprson who 
is a volunteer in one of your pr'^ams would 
make an excellent guest. When you use your 
imagination, you will find ther-pes&i^ilities 
are almost limitless for subjects and panelists 
that can help in your public information pro- 
gram without ^'overexposing" the director. 



HOW TO PREPARE FO^R AN APPEARANCE 

As indicated^above, you should first famil; 
iarize yourself with the specific programs 
produced by the station, noting formats, 
moderators and hosts, and whether the pro- 
gram is news or entertainment oriented. That 
way, you should have a fairly good idea of the 
type of subject and panelists , suited to a 
particular program. The next step*is to contact 
the station and interest them in your idea. If 
you have never worked with the station 
before, follow the steps suggested Under the 
section ''Making Your First Approach to a 
Station". |T you have already established an 
ongoing relationship, contact the individual 
in charge of the show. (This^ cbuld^be either 
the Program Director or the News Director, 
so check with the switchboard.) The only 
\ exception is the daily program, in which case 
you m^y contact the produce? direcUy. Don't 
1^ phone: Your request will only receive careful 
^ consideration if you put it into writing, in- 
tedicaring the subject you wish to discuss,, and 



th- rr^dentials of the people you are propos- 
. g guests. You should also enclose a fact 
sheet describing the functions of your agency, 
pai "cuU ly if it's relatively new. That way, 
if "r specific program idea doesn't ring any 
bells, the sta.mn, can come back with a 
counter-proposal. 

II i> particularly important^to convey lo 
the station th^:^ there is a sii&tvole aging con- 
stituency in the area it seryfs, since this may 
well allow you to tie in >vith planned news 
and public affairs progrlms discus^^ing aging- 
related' issues. Maybe a station won't devote 
an entire show to the specific problems of 
the elderly, but it will be willing to include a 
spokesman for older people in discussions of 
issues that affect them, such as housing trans- 
portation, or iMIation. 

Once a shov^ has been agreed upon, you 
will be expected to provide background infor- 
mation on the issues to be covered, plus 
biographical data o#the person{s) to be inter- ^ 
viewed. (Be selective in what you sendr^Jof^'^ 
deluge the interviewer J^ith unnecessary 
materials.) On most occasions, it isjhelpful to 
the producer and inter.vi'ewer if you will also 
submit a proposed list of questions well in 
advance. The only time this might not be ap- 
preciated is if the interview is' to be conducted 
by one or more professional newsmen who 
prefer to prepare their own questions. Ask, 
if you" are in doubt. In any case, emphasize, 
the point that your questions are onlV sug- 
gestions, * 

The way an interview or , discussion begins 
is of vital importance. You should catch your 
audience's interest immediately or they will 
"switch channels, Start off with an intentionally 
provocative question. Resist the tempfatron to 
open the interview with "What is Title III?" 
or the audience won't be around to hear 
your answer. 

Bear in niind that a good interview (a) gives 
information, (b) arouses interest in an issue, 
and (c) clarifies points of view if a subject is 
controversial. Using the§e. criteria, prepare a 
line, of questioning, making sure that one 
pbint will lead naturally into another, and 
artd that the subject will b6 covered in the 
tin^e allotted. Prepare at least ten questions 
per 15 minutes of air ti/ne, and put the rnost 
important areas first, to make sure that they 
wili be used. 



Think in terms of visual support v/here 
appropriate. On some programs, parti^arly 
siraig'ht news^and public affairs interviews, 
this is not possible. However, in manvNother 
cases, tijc stations welcome ideas to geraway 
trom the **talkjng heads" format by using 
studio demonstrations, film c||ps, photographs, 
slides, and charts or graphs. (The latter should 
be used very ju'diciously, as a poorly prepared' 
chart or, graph can be worse than no visual 
at all.) ' ... -7 

The content of the program should dictate 
the type of visual aid employed. •|f,^for ex- 
ample, you're talking about d^n information 
and referral service, a slide with a telephone 
number would be logical. But try to^be more 
than logical; be imaginative. If you're' talking 
about the nutrition program, a typical meal 
might be displayed in the studio/Also,* don't 
ignore, the visual value of crafts, hobbies, col- 
lections, and^ rriemotabilia when older people 
arc guQsts. Naturally, the use^of any visual aid 
must be pre-arranged with the station. Pfops 
arc generally submitted a day or two before 
the program, to give the director an oppor- 
tunity to incorporate them into the set. Slides, .0 
photos, and film clips should also^be submitted 
early for processing: ask the producer ho>v^ 
far in advance. ^ 

* TIPS ON GUEST APPEARANCES ON TV 

Men should, wear medium"t6ne suits, con- 
servative neck-ties, and dark, over-the-caK 
socks. Avoid loudly patterned suits, such as 
wild plaids, or checks. Also a>i^oid white shirts 
as tbcy product a harsh glare on most color 
cameras. Any pastel or medium-tone colored 
shirt is fine. - . 

Women should wear business clothes in 
solid colors or quiet print|. Avoid extremely . 
dark or light colors, but- medium and bright 
colors are good. A well-tailored pants suit is 
perfectly accjcptable, but if'you vypuld rather 
wear a dress, make sure it has a full enough 
skirt so you won*t have to worry-*a&but h9w 
muth of your legs are showing on camera. 
Apply your usual makeup, Sut consider using 
a brighter lipstick and more powder than you 
mi^ht normally wear. Don't wear clanky 
jewelry. ' " • 

It's a good idea to bring to the studio ah 
extra set of queslons and fact sheets—they 
hav[e a, strange way of getting lost at the last 
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minute. Don't be surprised or upset if there 
is little or^ho time to tiiscuss your appearance 
wi^th the irverview^ before the show. If you 
do^ha^ve/a few^inutes, it will probably be.an 
informal chat to serve as a^ v\/arm-up. This is 
not the time to suggest new topics you want 
discussed. You should use whatever free time 
you have before hand to wview in your own 
mind your most important points so that you, 
; can lead the discuss^orv^a«iund to them and 
weave them'in, should the ^interviewer deviate 
widely from Vour suggested line^of questioning. 

Doling the program: 

1. Unless you are specifically directed to do 

otherwise; never look at the cameras or 

monitors during the program. When you talk, 

look directly at thfe person to whom you are 

speaking. Use gestures if they* are oa*wral 

to ydu. When Someone else is talking, afways 

look at and listen to them— as you would in a 

normal conversation— because you can never 

tell when the camera will be on you for a 

•*r0actiOn shot."- . - ^ 

"... ^ ■ ^ 

2. Don't lecture^ ramble, or make speeches. 
Artswer* clearly ^nd concisely without ^being 
terke. Allovy tl^e moderator to make confiments^ 
an^ respond to your statements. If, 

\t\\er hand, the'^lnterviewer cuts yoU ofeimh 
a' rjiew question before you have made your 
point, yoa can always complete your answer 
by saying, "Before |-?answerathat, rd.like to 
ijetl back to what Uwas saying before." Use as 
nrrany specific examples as possible throughout 
your appearance. They will spark and peF- 
sonalize your discussion. To" paraphrase the 
old chestnut, one cascvhistory is worth a/ 
thousand generalities^' 

3. Usfe' every, television and radio appearance 
as ^Wn opportunity to counteract aging stereo- 
types and foster new. attitudes/about the 
elderly. You can bujid audience, concern for 
voider people without sacrificing their dignity. 

Try to avoid a we \/s, they dichotomy in 
discussing problems of the elderly. Vieivers 
/ha>uld fe%\ that everything you say has 
relevance to them, whatever their ages, ybu 
. can do this by ihp implication that, if they 
are not old now, they will be and these rpay 
be their problems some day If they ar^ not 
^solved now. * ^ * ^ 

4. ^void professional jargon li+:e the plague 
and immediately explain in lay terms if you 
slip and use a technical phrase. To speak of 



llii- I'Ulcrlv as "consumers f»t social services" 
m.iv Imvc ci precise meaning lo vou, but it is 
h ndlv the way Uj create interest and concern 
in ail juclit-nce ol avera^^c people. 

5. Sonichmcs programs are pre-iapedfbr airing 
> at a later date, so avoid retoences to the time 

ol day you are tapmg. It sounds silly to hear 
a guest say, "I'm happy to be here this 
morning", on an afternoon show. Similarly, 
try not to date the program by using such 
phrases as "yesterday" or "last we^k" in 
relation to a known event. You can side-step 
this problem 'by using t1ie specific day or 
date on which the event occurred. 

6. Whether a program is taped or Miv^e," slips 
can and do happen. Don't get flustered if you 
say something wrong oTSose a word or forget 
a name. Just correct^ yourself or start fresh. 
Viewers do make allowances for c/g^ lib discus- 
sit-ns. It is particularly important lor you to 
remain relaxed iri such circumstances, be- 
cause Hubs are almost never edited out of . 
taped shows and the damage has already been 

\ done if you're on the air live. Another instance 
where a cool anid level head is indicated is on 
those Vew programs that have telephone cMAu 
capability or a studio audience invited to 
question the guest. You may have io field 

* some irrelevafffr questions, as though it were- 
your fault that, Aunt Tillie did not^et her 
4U)Cial Security cneck on time last month. 

7. Don't spring any surprises during the pro- 
gram. If you want to^^^ a phone number to 
viewers or offer them a pamphlet, make sure 
that this'has been prearranged with the staff 
so that you will receive appropriate produc- 
tion support such as a slide for a phone num- 
ber or address, for instance, (j)ra-copy of the 
pamphlet mounted for a close-up. Don't wave 
a l^chure in front of a' tamera without 
prior warning and expect it to be seen by the 
viewers. ^ 



most area agencies, invit'ing local reporters 
t" press, radio, j:elevision, and magazines 
I an informal session in a comfortable. setting 
woulc ^. moce advisable than a staged 
pre. nta.ion. ^ * 

Guidelines inci .'de: 

Invite all mcc^ia in your area. Don't play 
favorites. ^ 

• Try tahave least some of your material 
prepared in advance a statement, a news 
release, background information, etc. >he 
more complicated the topic, the more specific 
detail you should have in black' and' white for 
reporters to refe? to. 

• Be sure there's room' for everyone you 
expect to attend but, just as important, if 
you expect only 5 reporters, do not hold your 
session in an auditorium seating 50.0. 

•• Have a limited number ot^ key staff per- 
"sonnel available to answer questions. 

• Knov^ where the nearest telephones and 
typewriters are and assist reporters who need 
these facilities. It's a good idea to have a 
supply of paper ^n hand as well. « 

• Be prepared to handle photographers. They 
usually do much of their work at the beginning 
of a jjews' conference and then get ^"color'' ' 

. shots when the conference is underv^ray. 

• Be prepared to assist reporter's in gettf?ig 
answers to questions asked but unanswered ' 
during the new^s Qoriference. 

• Introduce key personnel participating in 
the news conference at the- beginning of the ^ 
session. \ ^ 

• If you expect representation from radio 
and TV stations, .ask them if they have any 
special needs, . , 

• Call it a news Conference, not a press 
conference, to avoicf^rufflirfg tne features of 
radio and television personnel. ' ' i \ 



NEWSCONFERENCjES 

You may be called upon to set up a news 
conference to announce some speciaUevent— 
^ such as a series of open hearings On yoiir pro- 
posed'^area ,)lan, release of your area plan, or 
establishmen^'t of some new service. 

^ Decide vif'hether you want a strictly formal 
or informal approach. You may find that for 



HOLDING PUBLIC HEARINGS ON 
ANNUAL PLANS OM AGING 



The public hearings required annually prior 
to submission of both State and area agency 
plans for the^ fqrm^ming. year afford an. 
excellent Opportunity to enlist dommunity 
* interest through the use of the media. 

While some States* have definite laws or 
regulations governing the conciuct ofv public 
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hearings, the public hearings required for 
dfinual plans on aging are not viewed as of the 
same 'nature as those covered by such State 
requiremenis. Public hearings on annual plans 
are considered a citizen, and especially a, 
'consumer, partic'rpation process by AoA and 
arc not intended to ^e subject to stringent 
regulations. ^ 

In any case, to ensure the greatest partici- 
pation, public notice should be given of the 
date, time, and place of each hearing at least 2 
weeks before it is scheduled. This may take 
the form of ncvO(spaper, ''adio , or television* 
announcements and it is'bcstltJv^ that the 
noticcf is repeated a number of -tiWi^s and in 
several of the media. Written notices should 
also be posted in public places such as bulletin 
boards at senior centers, community centers, 
or churcPN^ and sent to*local magazines and 
newsletters, especially newsjeftters of senior 
citizens organizations. In areas where languages 
other than English are spoken, noticds should 
be prepared in those languages. 

Notices should include information on the 
method of registering to express views at the 
hearing and the amount of time allowed for 
- such expressions; They should also encourage 
the submission of written statements for the 
record, especially by those who will not be 
able to attend. 

You will want to indicate where the annual 
• plan is availabl^or sturdy . If you have enough 
copies of the plan, send one to e^ch news- 
paper, along with a. short one- "or two-page 
summary. Annual plans, with summaries, 
«f might also be placed in public libraries and 
senior citizens ccmcrs. Summaries can be 
distributed widely-ft^ major senior citizens 
,(5fgani/.ations, representatives of health and 
welfare organizattbm, local government of- 
ficials and political leaders, and churches. 

You may decide to send special invitations 
to, attend the hearing to many of these as well 
as' to newspaper editors. And you will want 
to^ask-^edia personnel to cover it/ 
L Many of the statements included in the 
'^'section on N^ws Conferences (page 23) will 
appi/ to preparations for the hearing. 

The ground rules for conducting the hearing 
\ arc based on simple parlian^Dnlary procedure. 
Provision should be made for individuals to 
express their views, and it is a good idea to 
ask paKicipants to register as they arrive by 



writing tbeir nam^?, organizations, and ad- 
dresses on a sheet of paper, this may prove 
a^iandy reference later. 

The person who conducts the meeting need 
nqLbe the chairman of the advisory councif 
og^he director of the area agency, but he or 
she, should be sorpeone who knows how to 
control a group. * 

Some sort of record should be ke|)t during 
tlie' hearing Of itie views expressed. Verbatim 
transcripts are desirable but very expertsive. 
A good recorder should be able to*get the 
highlights of what is said, and the correct 
names ;jnd affiliations of the speakers, the 
registration sheets,, if they are complete, will 
be useful for chec1<ing the recorder's notes? 

Members of the Advisory Council and staff 
from the area agency should always be avail- 
able to answer questions on tlje plan and on 
the operations of the area agency. Be prepared 
for questions or comments from persons who 
re^ly iire not interested in the annual plan 
arid jNho only'^want to ej^press their own 
personal frustrations. Jhey should be allowed 
to make their statements within the time 
limits already set for , testimony from 
individuals. 

If it is likely that individuals will attend 
>yho speak languages other than English, you 
should arrange for interpreters to be present. 

After the hearing is over, you should 
prepare a summary of\it for the record and for 
circulation to the^ media and any local or- 
ganizations or agencies interested. It is im- 
portant to Jnclude^the names and addresses 
of active participants, but be sure these are 
accurate. , ^ 



Finally, keep the names and addresses^you ^ 
used for pre-hearing mailings arid those of the 
individuals registering for the hearing for use 
^when you hold your next hearing. ^ 



PICTURES 

Obviously, TV picture presentation requires 
^ careful advance planning with and by the 
station, and you won't be entering that field 
without much expert guidance' from your 
friends in the station. 

Providing pictures for newspapers and other 
publications also requires advance planning. 
Most of yours will be feature, rather than spot 
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iH w., pi( lures. (4f tlie go "rnoror the mav')^ 
lot example, speaks al one (»f your allairs, • 
probably will be covered as spot news by 
both reporters and photographers, without 
any move on your part except to give all 
possible help.) 

The rule that news muSt be something of 
interest to people outside of your own close 
circle applies with even greater force to 
pictures. And pictures should be planned to 
tell a story, not just show a photogenic person 
smiling at, the camera or a gang of people 
huddled together. 

If the local et^ployment service has placed 
a record-breaking number o'' older people in 
new jobs, that's a news story, of course. 
Think up a way to dramatize it with a picture. 
Is one of those placed a good looking man of 
82, or a lady who "retired" after 30 years as 
an R.N, who has now gone back to hospital 
work as a volunteer? If so, you may have a 
news picture. But get a picture which shows 
some action. 

Perhaps i be niTr'se has an ankle-length 
unifqrm she wore years ago as a probationer 
<\nd is willing to have her picture taken in 
it alongside a 1968 gradqate nurse in modern 
uniform. This takes advance plahning and 
effort but is worth it. If you can set i,t up, 
chances are photo editors will use it if you 
advise them well in advance. 

If you're not taking the picture yoiurself, 
be sure it's clear, sharp, and NOT obvibysly 
posed. \ 

Vox press use, photographs should be blown 
up (enlarged .to 8 x 10 inch glossies). Bear 
this in mind if you're using a camera making 
smaller negatives! Enlargement' magnifies 
defects such as lack of sharpness. ' 

Never clip or staple photographs or write 
hard enough on the back for .the writing to 
' show through on the front. Always carry or 
mail them in an envelope with a stiff paste- 
board backing. Caption information must be 
accurate and complete, but as concise and 
brief as possible. It should, be typewritten on 
a separate piece of paper. Leave a wide margin 
at the top, paste the top to the back of the 
picture and fold the remainder over the front 
of the picture. Then, when an editor uncovers 
the picture, he knows instantly what it's all 
about from the firmly affixed caption. 



In captions (or pictures of people, be sure 
to list, with pain-staking accuracy, their full 
names, middle initials, and titles if any, and 
bt certain you have the precise le.ft-ig;-right 
order for each one. , . 

Time and place of taking the picture, 
except in spot news shots, is not absolutely 
essential, but it is better to list such informa- 
tion anyway. An editor can easily delete infor- 
m.ation he considers superfluous, but he hasn't 
time to chafc /ou by telephone for essential 
data you have omitted. 

For example, if the picture of your young 
and old nurses was taken February 14 in 
ff^t' of St. Mary's Hospital, where the older 
n6rse joined the younger on duty February 15, 
bothi the date and thesite are essential parts 
df the caption. , ^ . 

And remember to get permission from 
people you photograph, if you are going to 
use their pictures in your public information 
program. a 

Now-rrsuPTO YOU 

From here on, it's |jp to you. This pamphlet 
will help you with the techniques of a public 
information program, but you must build the 
relationships which will assure success with 
news media in your community.. 

Remember that >news personnel arc no 
different from other pcofile. They have a job 
to do and most of them want to do it well. 
Help th^ to do their jobs, don't hinder 
them, and you will make them your friends. 

But most important, you will be expected 
to do a consistent job, not a hit-or-miss one. 
If nevy^smen learn that you can be counted on, 
that mat^ial obtained from you is consistently 
accurate, tl^at you understand the difference 
between neWs. and propaganda, and that you 
are invariably ^s^ndid and responsive, you 
will always find a rdady welcome in any news- 
paper, radio, or television office. 

One final reniinder. If you should need, or^ 
want, help with any public information pro- 
gram, or with special public information 
problems, your State agency oil aging, the 
Administration on Aging, and the Assistant 
Regional Director for Public Affairs in your 
HEW Regional Office of the Department ofx. 
Health, Education^ and Welfare stand ready 
to help. Don't hesitate to ask. 
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